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This thesis analyzes the buying behavior patterns of selected 
new residents moving into Grand Forks, North Dakota between September 1, 
1970 and August 31, 1971. The data used in this thesis were obtained 
from personal interviews. The sample population consisted of two groups, 
the first group included forty-one new residents excluding military per­
sonnel and students, and the second group consisted of forty married 
student new residents living in the housing units provided by the 
University of North Dakota.
The purchase of furniture, appliances, and carpeting or draper­
ies provided the evaluation of new residents buying behavior when 
purchasing shopping goods. The patronage of a supermarket and service 
station provided the basis for explaining shopping patterns when pur­
chasing convenience goods and services.
New residents, who were non-students and non-military personnel, 
were grouped into social classes and comparisons were made between the
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new residents and members of the social classes. Two variables, occu­
pation and education, were used in determining social class.
This study concluded that: (1) sixty-seven percent of the sam­
ple new residents did not employ more than one information source when 
purchasing shopping goods nor was there a significant difference in the 
number of information sources used when purchasing shopping or conven­
ience goods, (2) no emphasis was placed by the various social classes 
on price as a factor in store selection, and (3) that no significant 
difference existed between the use of advertising over other informa­
tion sources.
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This thesis analyzes the buying behavior patterns of selected 
new residents moving into Grand Forks, North Dakota between September 1, 
1970 and August 31, 1971. The data used in this thesis were obtained 
from personal interviews. The sample population consisted of two groups, 
the first group included forty-one new residents excluding military per­
sonnel and students, and the second group consisted of forty married 
student new residents living in the housing units provided by the 
University of North Dakota.
The purchase of furniture, appliances, and carpeting or draper­
ies provided the evaluation of new residents buying behavior when 
purchasing shopping goods. The patronage of a supermarket and service 
station provided the basis for explaining shopping patterns when pur­
chasing convenience goods and services.
New residents, who were non-students and non-military personnel, 
were grouped into social classes and comparisons were made between the 
various classes. Additional comparisons were made between the student 
new residents and members of the social classes. Two variables, occu­
pation and education, were used in determining social class.
This study concluded that: (1) sixty-seven percent of the sam­
ple new residents did not employ more than one information source when 
purchasing shopping goods nor was there a significant difference in the
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number of information sources used when purchasing shopping or conven­
ience goods, (2) no emphasis was placed by the various social classes 
on price as a factor in store selection, and (3) that no significant 




BACKGROUND OF THE STUDY 
Introduction
Each year the composition of the retailer's trade area is dra­
matically altered by the mobility of 47 million or 20.8 percent of the 
population of the United States. Approximately 30 percent or 15 mil­
lion of all movers will relocate long distances from their previous 
place of residence (1, page 37). A majority of these long-distance 
movers will represent the 18-34 years of age segment of our country's 
population (2, page 341). This theoretically suggests that the 
retailer is confronted with a more than 20 percent annual change in the 
composition of his trade area. These statistics indicate that the 
mobile segment of our population, because of its size and relative 
youth, is an important market segment to which the retailer must direct 
his marketing strategy if he is to continue to maintain a profitable 
business operation.
To attract new residents, a retailer needs to understand the 
broad scope of consumer buying behavior, including patronage patterns 
as well as other factors influencing a customer's choice of retail out­
lets. The behavioral sciences have made a substantial contribution to 
understanding of buying behavior. The forte of the behavioral sciences 
is that they provide explanations for the "why" of consumer buying 
behavior (3, page 10).
1
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Consumer perception of products and services varies with the 
individual. Social class is a discriminating force in which groups of 
consumers are segmented into classifications depicting certain buying 
behavior patterns readily distinguished from other classes (4, page 114).
Social class membership of consumers has provided the marketing 
practitioner x̂ ith an explanation of how various consumers perceive and 
react to the different marketing stimuli they encounter.
Kassarjian and Robertson have defined social class as:
Those who interact in the social system of a community and evalu­
ate the participation of those around them . . . and . . . com­
munity members are explicitly and implicitly aware of ranking and 
translate the evaluation of social participation into social class 
rating. . . . (5, pages 372-373)
The value of social class designation and analysis to the business firm 
is that it "distinguishes among varying kinds of consumers" (5, page 
374) .
Wassen, Sturdivant, and McConaughy agree that every merchant
attracts his own special class segment of patronage. He accomplishes
this by designing a specific marketing program for his particular
markets. It was further stated that:
Any organization appealing for public support of any kind must rec­
ognize variations in standards of behavior and consumption, both 
cultural and personal. The sharp differences associated with 
social class and locality affect the success of market plans for 
nearly all kinds of sellers (4, page 115).
These authors also expressed the opinion that the marketing institution
must be aware that each social class has a definite set of standards of
behavior producing different expenditure patterns (4, page 115).
Solcum and Mathews have further concluded from their studies 
that social class membership is deemed more important than income in
3
the analysis of buying behavior (6, page 69). They also commented 
that:
While income has generally been the most widely used behavioral 
indicator in marketing, social class membership provides a richer 
dimension of meaning. The individual's consumption patterns actu­
ally symbolize his class position, a more significant determinant 
of his buying behavior than just income (6, pages 69-70).
The Problem
Despite the fact that by 1975, 47 million Americans will relo­
cate their residence each year, only a limited amount of research, 
empirical or theoretical, has been devoted to understanding geographic 
mobility as a dimension of consumer buying behavior. The marketing 
institutions, in order to understand this influential market segment, 
must determine: 1. the characteristics of new residents' social inter­
action and responsiveness to marketing stimuli; 2. the process by which 
new residents rebuild broken shopping patterns; and, 3. the most effec­
tive marketing strategies for attracting the patronage of this mobile 
segment of the population.
A review of the literature showed three major studies had been 
conducted in the area of new resident buying behavior. All three stud­
ies concentrated in determining the socioeconomic characteristics and 
the process of rebuilding broken shopping patterns by the new residents. 
The following is a brief description of each of the studies.
1. During the summer of 1964, Alan R. Andreason, Professor of Mar­
keting at State University in Buffalo, New York, conducted a study in 
Philadelphia which was sponsored by the Marketing Science Institute.
The principle objectives were to better understand geographic mobility
4
as a determinant of consumer behavior, and to determine if geographi­
cally mobile consumers might be a profitable market segment. The study 
also developed information about new resident brand switching, product 
and service needs, and information-seeking behavior (2, pages 341-348).
2. James E. Bell, Jr. conducted a study in 1966 in a metropolitan 
area with a population of 200,000. The investigation focused on answer­
ing three basic questions: (a) What were the socioeconomic and life 
style characteristics of the market? (b) How did new residents rebuild 
shopping patterns following a long distance move? (c) Does the new 
resident segment exhibit a capacity to support specialized marketing 
programs? (1, page 37).
3. In 1967 a study was conducted by Clair D. Rowe in Muncie, Indi­
ana. The study had as its primary objective the examination of social 
class as a factor influencing new residents' buying behavior (7).
This study is designed to examine the degree of effort exerted 
by new residents in the re-establishment of their buying behavior pat­
terns. It will also examine the buying behavior of two distinct new 
resident groups: married students and the.non-student, non-military 
new residents of Grand Forks, North Dakota.
Scope of the Study
The respondents in this study were new residents of Grand 
Forks, a city located in a large agricultural area on the eastern 
border of North Dakota with a population of 40,060 (8). The city is 
primarily a trade center for over 200,000; but it also contains some 
light manufacturing and agricultural processing firms. The University
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of North Dakota is located in Grand Forks and has a student body 
enrollment of 8,067 (9).
This study was restricted to an analysis of the buying behavior 
of new residents when purchasing selected shopping and convenience 
goods. The purchasing of appliances, furniture and carpeting or dra­
peries was the basis for measuring new resident buying behavior when 
purchasing shopping goods. The patronage of supermarkets and gas sta­
tions was chosen to examine the buying behavior of new residents when 
purchasing convenience goods.
This writer decided to examine the buying behavior of new resi­
dents in three steps. The first step in the analysis was to study new 
residents as a homogenous group. The following hypotheses were devel­
oped as a means of guiding and limiting the analysis:
1. At least fifty percent of the new residents in need of shopping 
goods usually employ more than one information source to reduce 
the risk of buying.
2. New residents employ a significantly greater number of informa­
tion sources when purchasing shopping goods than they do when 
purchasing convenience goods or services.
The second step was to study new residents and their social class mem­
bership and its apparent impact on the purchasing patterns of new resi­
dents. Two hypotheses were developed to also guide and limit the 
analysis:
3. New residents of Social Classes II and III place more emphasis 
on price when purchasing shopping goods than do new residents 
of Social Class I.
4. New residents of Social Class I do less comparison shopping 
than do members of Social Classes II and III when purchasing 
shopping goods.
The third step was to study the buying behavior of new resident married
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students at the University of North Dakota. The following hypotheses 
were developed to limit and guide the analysis:
5. Student new residents engage in more comparison shopping than 
do new residents of the upper three social classes when pur­
chasing shopping goods.
6. Student new residents refer to advertising more frequently than 
other information sources when purchasing shopping goods.
Definition of Terms
For the purpose of this study, the following terms were defined. 
Where possible, terms that have been defined by recognized authorities 
were adhered to.
1. New residents are those people who moved into the Grand Forks 
area between September 1, 1970 and August 31, 1971. Excluded 
from this study were: (a) university students residing in 
dormitories; (b) recent arrivals who have lived in the Grand 
Forks area at some previous time within the past five years.
2. The Grand Forks area includes the city of Grand Forks as des­
ignated by the city maps.
3. A supermarket is a grocery store with annual sales of $1,000,000 
or more and operated as a self-service institution.
4. A major appliance is any appliance costing $100 or more.
5. A major item of furniture is any item of furniture costing $100 
or more.
6. A major item of carpeting or draperies is any purchase costing 
$100 or more.
7. A household consists of all the people living in a housing unit.
8. A family is a group of people living in the same household who 
are related to each other by blood, marriage or adoption.
9. A professional hostess is a term used in this study to indicate 
the Welcome Wagon organization.
Previous knowledge indicates the new resident's previous expe­
rience or familiarity with a product or firm.
1 0 .
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11. Grand Forks resident is a new resident moving into Grand Forks 
between September 1, 1970 and August 31, 1971, excluding 
university students and Air Force personnel.
12. Student new residents are married University of North Dakota 
students living in the university housing units, who moved into 
Grand Forks between September 1, 1970 and August 31, 1971.
Organization of the Study
Chapter I has covered the background data, the purpose, the 
problem, the scope of the study, the hypotheses and definition of terms.
Chapter II presents the methodology of the study. The areas 
discussed in Chapter II are: 1. the identification of nex>7 residents,
2. the sample design used, 3. the pre-testing of the questionnaire, 4. 
the method of data collection, and 5. the identification of social 
classes.
Chapter III describes the demographic and socio-economic char­
acteristics of the eighty-one respondents in the study. Chapter IV 
describes and analyzes the buying behavior of the entire population 
when purchasing specific shopping goods. Chapter V describes and ana­
lyzes the buying behavior of the entire sample population when purchas­
ing and selecting specific convenience goods and services. Chapter VI 




In order to examine the buying behavior of new residents, a 
sample was selected from new residents who had moved into the Grand 
Forks area between September 1, 1970 and August 31, 1971. The sample 
was selected from new residents moving into Grand Forks during the 
twelve month period of September 1, 1970 to August 31, 1971 for three 
reasons: 1. to allox? new residents adequate time to rebuild their
shopping patterns; 2. to allow a period of time in which the purchase 
of a shopping good could have been made; and 3. to provide new resi­
dents sufficient time in which to change their choice of service sta­
tions and supermarkets.
Two groups of new residents were examined in this study. The 
first group consisted of Grand Forks residents who were non-student and 
non Air Force personnel. The second group of new residents were mar­
ried students at the University of North Dakota who lived in University 
housing.
To obtain and identify members of the two groups, various 
sources were contacted. Two public utilities were contacted as possi­
ble sources for the names of Grand Forks new residents. The first, a 
gas and electrical utility did not maintain a list of the new residents. 
The second, a telephone company, declined to provide a list since it
8
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was contrary to their company policy. Welcome Wagon, a professional 
hostess organization, was then contacted, but they too, did not main­
tain a list of new residents.
The Grand Forks Credit Bureau was then contacted. The bureau 
did prepare and maintain a list of all new residents by the week in 
which they arrived in Grand Forks. This firm agreed to supply its 
weekly bulletin of new residents for use in this study. The final list 
of Grand Forks new residents consisted of 292 households.
The Housing Office at the University of North Dakota was con­
tacted for a list of married student new residents. Representatives of 
this office agreed to provide a list of the 302 new resident students 
for use in the study.
Sample Design
'There were several probability sample designs available for the 
research study. The sample design selected had to meet the needs of 
the study and be able to produce reliable results. For this study a 
stratified random sample was selected. In using a stratified random 
sample, "the universe to be sampled is subdivided (or stratified) into 
groups which are mutually exclusive, but which together include all 
items in the universe" (10, page 390). A simple random sample is then 
chosen independently from each group or stratum.
The basis for stratification in this study was that during cer­
tain distinct months, new residents who possessed a better education 
and a more prestigious form of occupation moved into Grand Forks. It 
was desirable, therefore, to minimize the differences within the uni­
verse through a process of stratification.
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Stratification is used in marketing research because "it usu­
ally will lead to sample estimates which have a greater reliability 
than would otherwise be obtained" (10, page 395).
The population of the two sample groups, married university 
students and Grand Forks new residents, were grouped into strata, with 
each stratum representing one month of the sample year in which the new 
residents of the two groups moved into Grand Forks. The number of 
items selected from each stratum was proportional to the number of 
units in that stratum in the population. For example, if there were 
250 new residents within the universe, 50 of whom moved during the 
month of January, January would contribute 50/250 or 20 percent of the 
selected sample size.
Forty-five new residents were selected from the group of Grand 
Forks new residents of which forty-one were usable. Two were disquali­
fied because they had previously lived in Grand Forks, and two were 
eliminated because their previous place of residence was within a short 
distance of Grand Forks and they did not meet the requirements of a new 
resident.
In selecting a sample of married student new residents, forty 
students were selected as the sample size. All the students selected 
were contacted and personally interviewed.
Pre-testing of the questionnaire was done by personal interview 
of new residents not included in the sample drawn. Revisions of the 
questionnaire were made and the revised questionnaire was then adminis­
tered to the sample respondents.
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The data was collected by personal interview using the final 
questionnaire form (see Appendix A). In those instances where the 
respondent was not contacted on the first attempt, second and third 
callbacks were made. Eight Grand Forks new residents had not been con­
tacted after the third callback. The information from these eight 
respondents was collected by a telephone interview. All student new 
residents were personally interviewed to obtain the data.
The nature of the questionnaire was such that either the wife 
or the husband was able to provide the information. In the event that 
one could not provide the complete information, the questionnaire was 
left to be completed and a callback was made to obtain the completed 
ques tionnaire.
Classification of Social Class
W. Lloyd Warner, despite the argument that America was a class­
less society, determined through extensive interviex^s in United States 
cities that distinct social classes existed. Warner identified five 
social classes: Upper Class, Upper Middle Class, Lower Middle Class, 
Upper Lower Class, and Lower Lower Class. In order to identify members 
of a social class, Warner developed a technique called the Index of 
Status Characteristics. The use of four variables, income, occupation, 
education and residence, with specific weights, were used to compute 
the Index of Status Characteristics (11, Chapter I).
August B. Hollingsnead utilized Warner's ideas to develop the 
Index of Social Position as an easily applied and objective procedure 
to determine the social class positions of individuals within a
12
community (12, page 387). The development of the Index of Social Posi­
tion by Hollingshead was based upon three assumptions: 1. that a class 
structure exists in the community, 2. that class positions are deter­
mined mainly by a few commonly accepted symbolic characteristics, and 
3. that characteristics symbolic of a class status may be scaled and 
combined by the use of statistical procedures (12, page 387).
The validity of the Index of Social Position was determined by 
Hollingshead through intercorrelations of judged social class positions 
and the three variables of occupation, education and residence, used in 
the Index of Social Position. A correlation of .942 was found between 
the judged social class and the Index of Social Positions (12, page 394).
In order to compute the Index of Social Position, the respond­
ents must be rated on each of the three variables of occupation, educa­
tion and residence. Hollingshead devised a seven point scale for each 
variable considered, ranging from a ”1" indicating a high status level 
to a "7" depicting a low status level.
In those instances where conducting an ecological study of the 
community's residential area would be extremely difficult, Hollingshead 
devised a Partial Scores Method to compute the Index of Social Posi­
tions. The use of the Partial Scores Method involves the use of only 
two variables, occupation and education, to compute the Index of Social 
Position. A correlation of .906 was found betxtfeen the judged social 
class and the Index of Social Position computed using only two variables.
This study employed the Partial Scores Method to compute an
Index of Social Class. The variables used in the Partial Scores Method
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the weights assigned to each variable, and the rating scale are shown 
in Table 1 (12, pages 390-394).
TABLE 1
VARIABLES AND WEIGHTS ASSIGNED TO EACH VARIABLE, AND THE 
RATING SCALE USED TO DETERMINE SOCIAL CLASS POSITION




Source: Social Class and Mental Illness: A Community Study




the respondents scores into one of Hollingshead's five 
range of scores and their corresponding social class are 
2 (12, page 390-391).
TABLE 2
SOCIAL CLASS MEMBERSHIP ACCORDING TO THE 
INDEX OF SOCIAL POSITION






Source: Social Class and Mental Illness: A Community Study
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When the forty-one Grand Forks new residents were classified into 
social classes, only the upper three of the five social classes had 
representatives.
CHAPTER III
DEMOGRAPHIC CHARACTERISTICS OF EIGHTY-ONE NEW 
RESIDENTS OF GRAND FORKS, NORTH DAKOTA
The demographic and socio-economic characteristics of the 
eighty-one new residents are described in three parts; the first part 
encompasses an analysis of the forty-one married student new residents; 
the second part contains the forty Grand Forks new residents; and the 
third part depicts the distribution of the three social classes.
Student New Residents: Demographic and 
Socio-Economic Characteristics
Income
The annual income of married student new residents is presented 
in Table 3. Since information concerning their income was collected 
between November, 1971 and February, 1972, the respondents were asked to 
indicate their total household income for the year 1971. The largest 
percentage of student household (35 percent) had an annual income of 
$3,000 to $5,999, while the $9,000 to $11,999 income category had the 
lowest percentage of 8 percent. Twenty-eight percent of the students 
had an annual income of under $3,000 and 30 percent had earnings between 
$6,999 and $8,999 annually.
15
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1971 HOUSEHOLD INCOME OF STUDENT NEW RESIDENTS LIVING 
AT THE UNIVERSITY OF NORTH DAKOTA3
TABLE 3
Annual Income Number of Households % of Households
Under $3,000 11 28
$3,000- 5,999 14 35
$6,000- 8,999 12 30
$9,000-11,999 3 8
Total 40 10 lb
Average Household Income = $5,057
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
bTotal more than 100 percent due to rounding.
Education
All student new residents were attending the University of 
North Dakota and were at various levels of their educational pursuit.
A third of the student respondents were graduate students, with 76 per­
cent of the graduate students being in their second or third year of 
graduate school. Of the 27 undergraduate student respondents, one was 
in his freshman year at the University and two students were at the 
sophomore level. The largest number, 14, of the undergraduate respond­
ents were in their senior year, with 10 being in their junior year of
college.
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PRESENT EDUCATIONAL ATTAINMENT OF STUDENT NEW 
RESIDENT HEADS OF HOUSEHOLDS AS OF 1972a
TABLE 4
Educational Level Number of Households % of Households
1 yr of college 1 3
2 yrs of college 2 5
3 yrs of college 10 25
4 yrs of college 14 35
1 yr of graduate study 3 8
2-3 yrs graduate study 8 20
4 years graduate study 2 5
Total 40 101b
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
DTotal more than 100 percent due to rounding.
Mobility of Married Student New Residents
To determine the mobility of student new residents, the respond­
ents were asited the number of moves from one city to another that they 
had made in the past five years, or if married less than five years, 
the number of moves since their marriage. Twenty-three, or 58 percent 
of the forty married student new residents indicated that their move to 
Grand Forks was their first move. The other seventeen respondents 
ranged from two to four moves in the period of time under study.
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Income
Grand Forks New Residents: Demographic 
and Socio-Economic Characteristics
Information depicting the total annual household income of the 
sample population of Grand Forks new residents is presented in Table 5. 
The respondents were asked to list their 1971 household income, since 
the information was gathered during the months of November, 1971 and 
February, 1972. The $9,000 to $11,999 income bracket encompassed the 
largest percentage (34 percent) of the sample households, with the 
$24,000 to $26,999 income bracket having the lowest percentage (2 per­
cent) of the new residents. The $12,000 to $14,999 and $15,000 to 
$17,999 income brackets each contained 22 percent of the sample new 
residents. Ten percent of the households earned between $6,000 to 
$8,999 and an additional 10 percent had an annual income of $21,000 to 
$23,999.
TABLE 5
INCOME OF GRAND FORKS NEW RESIDENTS SAMPLE RESPONDENTS AS OF 1971a
Household Income Number of Households % of Households







Average Household Income = $13,219
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
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When the average Income of the sample households was compared 
with the national average, it was evident that the sample new residents 
were not an average group. The national average household income was 
$11,106 (13, page 18) as compared with the sample respondents average 
household income of $13,219. Further comparison shows 90 percent of 
the new residents with incomes over $9,000 annually.
Education
The head of the households of the new residents were extremely 
well educated according to the data presented in Table 6. Slightly 
over 60 percent had completed four years of college, and of these, 37 
percent of Grand Forks new residents had completed some graduate study. 
Twenty percent of the sample population had some college education, 
with 22 percent ending their formal education upon high school 
graduation. Only one respondent had only a grammar school education. 
When the sample population was compared with the national averages, it 
became apparent that they xvere well-educated, since only 15.4 percent 
nationally had a four year college degree (14, page 3).
Mobility
To determine if Grand Forks new residents were highly mobile, 
the respondents were asked the number of moves they had made in the 
past five years; or if they had been married less than five years, the 
number of moves since marriage. The data collected indicates that the 
sample population has not moved excessively. The move to Grand Forks 
was the first move for 44 percent, and for 27 percent it was their
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EDUCATIONAL STATUS OF THE HEADS OF HOUSEHOLDS OF 
GRAND FORKS NEW RESIDENTS3
TABLE 6
Level of Education Number of Households % of Households
Grammar School 1 2
High School Diploma Only 9 22
Some College Education 8 20
College Graduate 9 22
Graduate Education 15 37
Total 41 10 3b
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
bTotal more than 100 percent due to rounding.
second move. Of the forty-one respondents, only 17 percent had made 
three moves, with 9 percent having made four or more moves. One study 
cited in Chapter I concerning new resident mobility in Muncie, Indiana 
suggested that Grand Forks new residents were slightly more mobile than 
the respondents participating in that study. The average number of. 
moves by the respondents in this study was 2.04 as compared with an 
average of 1.98 moves in the Muncie study (7, page 36).
Employment Status
All but two of the forty-one Grand Forks new residents were 
employed. Of the remaining two, one was retired and one was unemployed. 
Two reasons may explain the high employment rate: 1. 86 percent of the 
new residents were less than 44 years of age; and 2. nearly 60 percent 
of the respondents had earned a college degree.
21
Distribution of the Three Social Classes
The classification of the respondents by the Index of Social 
Position resulted in eighteen of the forty-one respondents being classi­
fied in Hollingshead's Class I, thirteen were classified in Class II, 
and ten were identified as members of Class III. An analysis of the 
Grand Forks new residents clearly showed that the forty-one Grand Forks 
new residents were above the national average in occupation and educa­
tion, the two variables used in classifying the respondents into social 
classes, thus suggesting a reason for their high social status.
TABLE 7
DISTRIBUTION OF GRAND FORKS NEW RESIDENTS BY SOCIAL 
CLASS ACCORDING TO THE INDEX OF SOCIAL POSITION3
Social Class Number of Households % of Households
Class I 18 44
Class II 13 32
Class III 10 23
Total 41 99b
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
bTotal less than 100 percent due to rounding.
CHAPTER IV
ANALYSIS OF NEW RESIDENT BUYING BEHAVIOR AND 
THEIR SOCIAL CLASS MEMBERSHIP WHEN 
PURCHASING SHOPPING GOODS
This study investigated the store selection, information sources 
referred to and the degree of effort employed when purchasing goods 
which included furniture, appliances and carpeting or draperies. Also 
included was an analysis of social class membership as a factor when 
purchasing shopping goods.
New Resident Buying Behavior When Purchasing 
Furniture, Appliances, Carpeting 
or Draperies
Number Who Purchased Shopping Goods
As shown in Table 8, a large number of new residents purchased 
household items. Of the forty-one Grand Forks new residents, 51 per­
cent purchased a major item of furniture, 44 percent reported the pur­
chase of an appliance, and 37 percent replied that carpeting or draper­
ies had been purchased. Of the forty student new residents, 20 percent 
had purchased a major item of furniture, 53 percent stated a purchase 
of an appliance had been made, and 13 percent of the students reported 
the purchase of carpeting or draperies.
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PURCHASE OF SPECIFIC SHOPPING GOODS BY GRAND FORKS 
AND STUDENT NEW RESIDENTS* 123 456
TABLE 8
Item Number of Households 5£ of Households
Grand Forks New Residents
Furniture 21 51
Appliances 18 44




Carpeting or Draperies 5 13
aSurvey by Neil L. Voeller of new residents moving into Grand
Forks betxvTeen September 1, 1970 and August 31, 1971.
Information Sources Utilized 
by New Residents
The respondents in those households that had purchased one of 
the three shopping goods were asked to indicate the information sources 
employed when selecting the retail store at which to shop for a specific 
good. The following is a list of the information sources from which the 
sample respondents had to choose.
1. Acquaintances (friends, neighbors, co-workers, relatives)
2. Advertising (newspaper, radio, television, billboard)
3. Professional Hostess (Welcome Wagon)
4. Direct contact by the firm
5. Yellow pages of telephone directory
6. Other (specify)
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The respondents were also asked if previous knowledge or expe­
rience with a firm or brand had been a factor in their store selection. 
In those instances where the respondent cited "Other," personal explora­
tion was most often mentioned. Personal exploration was not considered 
as an information source, therefore it is not listed in the table as 
an information source.
It was hypothesized that student new residents employed adver­
tising more frequently than other information sources when purchasing 
shopping goods. Computed z values of .5 and 1.05 were obtained when 
testing for a significant difference betxjeen advertising and acquaint­
ances and advertising and previous knowledge as information sources (see 
Appendix B for formula). Since the computed z values were less than the 
table value of 1.28 at a 90 percent level of confidence, it was con­
cluded that advertising \<ras not used significantly more than other in­
formation sources. The hypothesis was therefore rejected.
When purchasing furniture, 80 percent of the Grand Forks new 
residents reported that they used advertising as an information source, 
43 percent indicated that previous knowledge had an effect on their 
store selection, 43 percent stated that acquaintances assisted in their 
store selection, with yellow pages, a professional hostess and direct 
contact by the firm each being cited by 4 percent of the new residents 
when making a decision to patronize a particular store. Previous knowl­
edge was used by three students of the eight student new residents who 
purchased furniture, with four students employing the use of acquaint­
ances, and three students reporting the use of advertising as a source.
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Eighteen Grand Forks new residents stated that a major appliance 
had been purchased. Advertising was employed by 50 percent of these 
respondents, acquaintances assisted 33 percent in their store selection, 
33 percent relied on previous knowledge and the yellow pages were used 
by 16 percent. Direct contact by the firm accounted for 11 percent of 
the respondents employing this source. Forty-eight percent of the 
twenty-one student new residents purchasing an appliance relied on ac­
quaintances, with nine students reported using advertising as a source 
of information. Consumer reports were used by four of the students and 
previous knowledge assisted five students in their purchase of an appli­
ance. The data is presented in Table 9.
In selecting information sources to aid in their store selection 
when purchasing carpeting or draperies, 60 percent of the Grand Forks 
new residents employed advertising, and 27 percent employed acquaint­
ances. Direct contact by the firm and previous knowledge were both used 
by 14 percent of the Grand Forks new residents. Of the five student new 
residents v/ho purchased carpeting or draperies, none made use of any 
information sources listed, but relied on their oxra personal judgement.
It was hypothesized that 50 percent or more of both Grand Forks 
and student new residents in need of shopping goods employed the use of 
more than one information source to reduce the risk in buying. With 
only 33 percent of the Grand Forks and student new residents using more 
than one information source when purchasing shopping goods, a confidence 
interval of .22 to .44 was computed at a 90 percent level of confidence. 
Since .5 is above the upper limit of the confidence interval, the hypo­
thesis is rejected (see Appendix B for formula).
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INFORMATION SOURCES EMPLOYED BY NEW RESIDENTS WHEN PURCHASING SHOPPING 
GOODS OF FURNITURE, APPLIANCES, CARPETING OR DRAPERIES3
TABLE 9
Information Source Rank
% of New Residents 
Employing Each Source
Grand Forks New Residents
Furniture
Advertising 17 80
Previous Knowledge 9 43
Acquaintances 9 43
Yellow Pages 1 04






Previous Knowledge 6 33
Yellow Pages 3 16

















Previous Knowledge 5 24
Other (Consumer Reports) 4 18
No student new residents used the information sources listed when 
purchasing carpeting or draperies.
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
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Table 10 shows that 72 percent of the Grand Forks and student 
new residents used only one information source when purchasing furni­
ture, 56 percent used only one source of information to reduce the risk 
in buying an appliance, and 45 percent of both Grand Forks and student 
new residents employed one source of information when purchasing carpet­
ing or draperies.
TABLE 10
GRAND FORKS AND STUDENT NEW RESIDENTS WHO USED ONE INFORMATION SOURCE 
AND TWO OR MORE INFORMATION SOURCES WHEN PURCHASING SPECIFIC






Furniture Appliances Carpet or Drapes
Information Number Percent Numb er Percent Number Percent
Sources of of of of of of
Employed Buyers Buyers Buyers Buyers Buyers Buyers
1 21 72 22 56 9 45
2 or more 8 28 17 44 11 55
Total 29 100 39 100 20 100
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
Number of Stores Shopped
Each respondent who had purchased a shopping good was asked to 
state the number of retail stores that he had visited when comparison 
shopping. The data presented in Table 11 indicates that the greatest 
amount was done by Grand Forks new residents as compared to the student 
new residents. Grand Forks new residents did more comparison when pur­
chasing furniture (average of 3.3 stores shopped) as compared with
28
student new residents shopping an average of 2.5 stores when purchasing 
furniture.
TABLE 11
AVERAGE NUMBER OF STORES VISITED WHEN PURCHASING SHOPPING GOODS3
Item Average Number of Stores Shopped
Grand Forks New Residents
Furniture 3.3
Appliances 3.1




Carpeting or Draperies 1.4
£
Survey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
Table 12 presents the frequency of stores shopped by the Grand 
Forks new residents. In shopping for furniture and appliances, 33 per­
cent shopped only one store, while only 20 percent of the new residents 
shopped one store in looking for carpeting or draperies. Over 50 per­
cent of the new residents shopped three stores or less in selecting 
their place of purchase for shopping goods.
Over 60 percent of the student new residents shopping for furni­
ture, appliances, and carpeting or draperies visited no more than three 




FREQUENCY DISTRIBUTION OF STORES SHOPPED BY NEW RESIDENTS 
WHEN PURCHASING SHOPPING GOODS3
Furniture Appliances Carpet or Drapes
Number of Number Percent Number Percent Number Percent
Stores of of of of of of
Shopped People People People People People People
Grand Forks New Residents
1 7 33 6 33 3 20
2 2 09 3 16 4 26
3 4 19 3 16 3 20
4 4 19 4 22 2 13
5 2 09 0 0 2 13
6 or more 2 09 2 11 1 07
Total 21 100 18 100 15 100
Student New Residents
1 2 25 5 23 3 60
2 1 12 4 19 1 20
3 3 38 5 23 0 0
4 2 25 3 14 0 0
5 0 0 3 14 1 20
6 or more 0 0 1 04 0 0
Total 8 100 21 100 5 100
aSurvey by Neil L. Voeller of new :residents moving into Grand
Forks between September 1, 1970 and August 31, 1971.
Store of Purchase
Each respondent who indicated the purchase of a shopping good was 
asked if he had purchased the good at the first store he visited, the 
last store, or some other. The purpose of the question was to determine 
if the first or last store had a distinct advantage over others. The 
sequence of stores from which furniture, appliances, and carpeting or 
draperies were purchased is shown in Table 13. It can be concluded that 
there is no preference by new residents to purchase these goods from a 
particular store because of its sequence in being visited.
TABLE 13
PLACE OF PURCHASE BY NEW RESIDENTS WHEN PURCHASING FURNITURE, APPLIANCES, CARPETING OR DRAPERIES3










First Store 10 48 6 34 5 33
Last Store 3 14 5 28 4 27
Not First or Last 8 38 7 38 6 40
Store




Number Percent Number Percent Number Percent
of Households of Households of Households
First Store 2 25 10 48 2 40
Last Store 4 50 3 14 2 40
Not First or Last 2 25 8 38 1 20
Store
Total 8 100 21 100 5 100
aSurvey by Neil L. Voeller of new residents moving into Grand Forks between Septemb er 1,
19 70 and August 31, 19 71.
u o o
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Reasons for Purchase of Shopping Goods
The respondents who purchased furniture, appliances, and car­
peting or draperies were asked to indicate the reason for the purchase. 
Table 14 presents the data. Of those Grand Forks new residents who 
purchased furniture, 90 percent stated that their move into Grand Forks 
facilitated the purchase, 19 percent replied that their old furniture 
had broken down, 14 percent said a recent marriage or childbirth neces­
sitated their purchasing additional furniture, and 9 percent found them­
selves in a financial situation allowing them to purchase the furniture. 
The move to Grand Forks was given as the reason by 72 percent of the new 
residents who purchased an appliance; with 22 percent replying that the 
deterioration of the old appliance necessitated the purchase; 11 percent 
respectively stated that they were prompted to purchase a new appliance 
by a recent marriage or childbirth; and 11 percent based their purchase 
on each of the reasons of new appliance attraction and on family circum­
stances. When asked the reason for purchasing carpeting or draperies, 
all Grand Forks new residents gave their move to Grand Forks as one rea­
son. Twenty-six percent of the new residents purchasing carpeting or 
draperies also said that a recent marriage or childbirth played an impor­
tant part in their decision; while 13 percent stated that their present 
carpeting or draperies were in poor condition.
There were eight new student residents who purchased furniture 
and out of these, two new student residents listed the move to Grand 
Forks as their reason; one replied that his old furniture was in poor 
condition; and one student found an opportunity to obtain a good buy.
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REASONS STATED BY NEW RESIDENTS FOR PURCHASING FURNITURE, 
APPLIANCES, CARPETING OR DRAPERIES3
TABLE 14
Reason for Furniture Appliances Carpet/Drapes
Purchase of Number Percent Number Percent Number Percent
Shopping Goods^ of Households of Households of Households
Grand Forks New Residents
1. Move to Grand 
Forks 19 90 13 72 15 100
2. Recent marriage 
or childbirth 3 14 2 11 1 13
3. Old one broken 
down or badly 




5. Financially able 1 9 - - - -
6. Attraction of 
newer items _ _ 2 11 _ _
7. No particular 
reason __ _ _ _ _ _
8. A good buy - — “
Student New Residents 
1. Move to Grand 
Forks 1 12 5 24 2 40
2. Recent marriage 
or childbirth 1 12 3 14 —
3. Old one broken 
down or badly 




5. Financially able 2 25 1 4 - -
6. Attraction of 
newer items _ _ 2 10 2 40
7. No particular 
reason 1 12 4 18 1 20
8. A good buy 1 12 2 10 —
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
^Respondents could indicate more than one reason for purchase.
33
There were four remaining students out of the eight who purchased 
furniture, and of these, there were none who indicated precipitating 
family circumstances and two who found they were financially able to 
purchase new furniture as the reason for purchase of furniture. When 
purchasing an appliance, student new residents listed a variety of 
reasons. Five students stated that the move to Grand Forks prompted the 
purchase; four students indicated no particular reason; three students 
stated that recent marriage or childbirth prompted the purchase; and the 
rest of the responses were equally divided among the remaining reasons. 
Only five student new residents purchased carpeting or draperies with 
their move to Grand Forks, and the respondents reasons for purchase were 
either new item attraction or no particular reason.
Social Class Membership as a Factor When 
Purchasing Shopping Goods
It was documented in Chapter I that an individual's social 
class position had some influence on his buying behavior. This fact 
and preliminary research for this study led to the statement of several 
hypotheses regarding social class and its importance and effect on new 
resident buying behavior.
Average Number of Stores Shopped
If the number of stores shopped before buying an item is an 
indication of buyer knowledge, Social Class I appeared to be better 
informed and needed to shop fewer stores than did Social Classes II and 
III.
Table 15 shows that the Social Class I, the highest social rank
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AVERAGE NUMBER OF STORES SHOPPED BY THE UPPER SOCIAL CLASS 
AND THE LOWER SOCIAL CLASSES WHEN PURCHASING 
SHOPPING GOODS3
TABLE 15
Social Class Shopping Goods
Class I 2.7
Classes II & III 3.3
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
according to Hollingshead, did less comparison shopping on the average 
for each of the three shopping goods than did Social Classes II and III. 
To determine if members of Social Class I did less comparison shopping 
than the members of Social Classes II and III, a t-test for a 90 percent 
level of confidence was computed. Since the computed t value of .354 
was below the table t value of 1.328, it can be concluded that there is 
no significant different in the number of stores shopped by the three 
social classes. Therefore, the hypothesis is rejected (see Appendix B 
for formula).
Table 16 presents data on the average number of stores shopped 
when student new residents were compared with Social Classes I, II and 
III to determine what group did the most comparison shopping when pur­
chasing shopping goods. Grand Forks new residents visited an average of 
3.0 stores, while student new residents visited an average of 2.2 stores. 
To determine if the differences were significant, a t-test was used.
A computed t value of -.1129 was derived, which was below the table t
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AVERAGE NUMBER OF STORES SHOPPED WHEN PURCHASING SHOPPING GOODS,
BY STUDENT NEW RESIDENTS AND MEMBERS OF THE 
UPPER THREE SOCIAL CLASSES3
Average Stores Shopped Shopping Goods
Student New Residents 2.2
Upper Three Social Classes 3.0
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
value of +1.282 for a 90 percent level of confidence. It can be con­
cluded that student new residents do not engage in more comparison 
shopping than do the new residents of the upper three social classes 
(see Appendix B for formula).
Emphasis on Price as a Factor When 
Purchasing Shopping Goods
Grand Forks new residents were asked to select from three rea­
sons the one which was most influential in their choice of a particular 
store for a shopping good purchase. The choices included price compared 
with other firms, store personnel, and store-offered brand preference. 
Thirteen members of the two lower social classes reported their purchase 
was made on the basis of price. Six new resident members of the two 
lower social classes replied that their purchase was made on a basis 
other than price. Price was the reason a purchase was made by seven new 
resident members of the upper class, with six upper class members making 
their decision on store selection for a reason other than price. Table
TABLE 16
36
PRICE, AS A FACTOR IN STORE SELECTION, WHEN PURCHASING 
SHOPPING GOODS BY SOCIAL CLASS MEMBERSa
TABLE 17
Price as a Factor 
in Store Selection
Number of Respondents in 
Lower Social Classes*3
Number of Respondents 
in the
Upper Social Class
Price Was A Factor 13 7
Price Was Not A
Factor 6 6
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
^The II and III Social Classes were combined to represent the 
Lô\irer Social Classes in order to meet the cell requirements.
To determine if new resident members of Social Classes II and 
III placed more emphasis on price when purchasing shopping goods than 
did new resident members of Social Class I, a chi-square test was used. 
Since the sample size, 32, was small, the use of Yates' was necessary to 
"increase the probability obtained from the use of the normal curve so 
that the probability would more nearly be in agreement with the proba­
bility obtained by the use of the binomial” (15, page 572). A chi- 
square value of .20 was computed, which was below the table chi-square 
value of 3.841 for 1 degree of freedom at a 90 percent level of confi­
dence. It can be concluded that members of Social,Class I do not place 
more emphasis on price to a significant degree than members of Social 
Classes II and III (see Appendix B for formula).
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Summary
Both Grand Forks and student new residents have the income to 
create a demand for goods and services in their new place of residence.
A large percentage of new residents, in both groups, purchased a major 
shopping good. The largest percentage of Grand Forks new residents pur­
chased furniture as the shopping good, and the purchase of appliances 
ranked second. In assisting their decision making process, Grand Forks 
new residents employed advertising more often than other sources of 
information. Previous knowledge and experience, along with acquaint­
ances, were used frequently by Grand Forks new residents when selecting 
a retail store to purchase furniture, appliances, and carpeting or 
draperies.
Of the Grand Forks new residents who purchased furniture, appli­
ances, and carpeting or draperies, the store from which the purchase was 
made did not appear to follow any particular visitation sequence.
Acquaintances were relied on as the information source most 
valuable to students when selecting a store for the purchase of an 
appliance; however previous knowledge and experience appeared most 
helpful in actually making the purchase.
When Grand Forks new residents were assigned membership in one 
of the Hollingshead's five social classes, all of the Grand Forks new 
residents were classified in the upper three social classes.
Wien members of the upper social class were compared with the 
two lower social classes, it was found that there was no significant 
difference existing in the number of stores shopped between the two.
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When members of the upper three social classes were , compared as a group 
with student new residents, it was found that student new residents did 
not engage in more comparison shopping than did new residents of the 
upper three social classes.
A chi-square test was computed to determine if new resident 
members of the two lower social classes were more price conscious when 
purchasing shopping goods than members of the upper social class. The 
result clearly showed that there was no relationship between social 
class membership and the importance of price as a factor in store 
selection.
CHAPTER V
ANALYSIS OF GRAND FORKS AND STUDENT NEW RESIDENT 
BUYING BEHAVIOR WHEN PURCHASING CONVENIENCE 
GOODS AND SERVICES
Service stations and supermarkets were selected as a means of 
analyzing new resident buying behavior when purchasing services and 
convenience goods. Chapter V is divided into two parts; the first part 
presents an analysis of Grand Forks and student new residents when 
selecting a service station; the second presents an analysis of the 
buying behavior of Grand Forks and student new residents when selecting 
a supermarket.
Service Station
The majority of Grand Forks and student new residents indicated 
that they had selected a service station which they patronized regu­
larly. Thirty-three of forty-one Grand Forks new residents and thirty- 
one of forty student new residents had selected a service station to 
patronize regularly. See Table 18.
Information Sources Used when 
Selecting a Service Station
The data contained in Table 19 suggests that information 
sources were much less important to new residents in search of a serv­




NUMBER OF GRAND FORKS AND STUDENT NEW RESIDENTS WHO 
SELECTED A SERVICE STATION TO PATRONIZE REGULARLY3
Regular Patronage Number of New Resident 
Households
% of New Resident 
Households
Grand Forks New Residents 33 80
Student New Residents 31 78
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks betx^een September 1, 1970 and August 31, 1971.
furniture, appliances, and carpeting or draperies. Of the thirty-three 
Grand Forks new residents who patronized a service station regularly,
36 percent used no information sources in their selection, 57 percent 
used only one information source, with 6 percent using two sources of 
information. Twenty of the thirty-two student new residents used no 
information source to select a service station to patronize regularly, 
eleven students used one information source, and one student used two 
sources.
The respondents were asked to indicate the sources of informa­
tion used when selecting a service station. Previous knowledge was 
relied upon by twenty-one of forty-one Grand Forks new residents and 
thirteen of forty student new residents when selecting a service sta­
tion. Acquaintances were used as a source of information by eleven 
Grand Forks new residents and nine student new residents, with adver­
tising referred to by eleven Grand Forks and five student new residents 
as an information source. Table 20 lists the number and percentage of 
new residents employing the three sources of information.
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NUMBER OF INFORMATION SOURCES EMPLOYED BY GRAND 
FORKS AND STUDENT NEW RESIDENTS WHEN 
SELECTING A SERVICE STATION 
TO PATRONIZE REGULARLY3
TABLE 19
Number of Information Number of
Sources Employed Households % of Households










3Survey by Neil L. Voeller of new residents moving into Grand
Forks between September 1, 1970 and August 31, 1971
TABLE 20
SOURCES OF INFORMATION EMPLOYED BY NEW RESIDENTS WHEN
SELECTING A SERVICE STATION3
Information Sources Number of Households^ % of Households
Grand Forks New Residents 





Information Sources Number of Households'3 % of Households
Student New Residents
Previous Knowledge 13 32
Acquaintances 9 22
Advertising 5 12
a8urvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
'-’Each household may have selected more than one information 
source in selecting a service station, or no information sources.
Retention of Previous Brand
Table 21 cites the various reasons given by seventeen Grand 
Forks new residents who continued to patronize in Grand Forks the same 
service station as they did in their previous place of residence.
Twelve Grand Forks new residents indicated that possession of that sta­
tion's credit card was a major reason, with seven indicating the repu­
tation of complete car care as a reason, and two Grand Forks new resi­
dents replied the offering of stamps, premiums and games as a major 
reason for retention of brand. The six student new residents who con­
tinued using the same brand of gasoline all indicated the possession of 
that station's credit card as the reason.
Selection of a New Service Station
The respondents who indicated that they did not continue to use 
the same brand of gasoline as in their previous place of residence were 
asked the reasons for establishing patronage at a particular station.
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REASONS WHY SEVENTEEN GRAND FORKS AND SIX STUDENT NEW RESIDENTS 
CONTINUED USING THE SAME BRAND OF GASOLINE 
AT THEIR NEW LOCATION3
TABLE 21
Reasons Number of Households^ % of Households0
Grand Forks New Residents (17)
Credit Card 12 70
Complete Car Care 7 41
Stamps, Premiums, Games 2 11
Student New Residents (6)
Credit Card 6 100
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
^Each household was allowed to choose more than one reason for
the retention of a brand, thus the higher number of respondents than
total who continued using the same brand of gasoline.*
°Percentages greater than 100 percent in total since a house­
hold was allowed to indicate more than one reason.
Thirteen Grand Forks new residents indicated that price was a major fac­
tor in their service station selection. One replied that gasoline brands 
are all the same, consequently it made no difference; four respondents 
purchased gas from a neighborhood dealer; six of the new residents bought 
gas where the station offered premiums or special promotions; two pur­
chased gas from a station of which they possessed their credit card; and 
eight Grand Forks new residents patronized a service station because of 
superior service. Table 22 presents these data.
Sixteen student new residents' patronized a station that offered 
special premiums and promotions, while ten students selected a station
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TABLE 22
MAJOR REASONS FOR SELECTION OF A SERVICE STATION BY NEW 
RESIDENTS WHO DID NOT CONTINUE TO USE THE SAME BRAND 
OF GAS, OR WHO HAVE NEVER PATRONIZED A 
SERVICE STATION REGULARLY3
Major Reasons Number of Households^ % of Households0
Grand Forks New Residents 
Lowest Price 13 54
Other (Service) 8 32
Premiums 6 25
Neighborhood Dealer 4 16
Credit Cards of Various 
Stations 2 8
Brands all the Same 1 4
Total 34 139
Student New Residents 
Premiums 16 47
Other (Service) 10 29
Lowest Price 7 20
Credit Cards of Various 
Stations 7 20
Brands all the Same 5 14
Neighborhood Dealer 2 5
Total 47 135
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
'-’Each respondent was allowed to select more than one reason.
cPercentages total more than 100 percent since some respondents 
indicated more than one reason for selecting a service station.
based on its service facilities. Seven students purchased gas from the 
station with the lowest price, seven students reported the selection of 
a service station was determined by their possession of various credit 
cards, and five students saw gasoline brands as being the same,
45
consequently, it made no difference where they purchased gas; and two 
students purchased gas from a neighborhood dealer.
Summary
Grand Forks new residents and student new residents seeking a 
service station to patronize were assisted in their selection by the 
use of three information sources: previous knowledge, acquaintances 
and advertising. Seventeen of the forty-one Grand Forks new residents 
sampled continued using the same brand of gasoline as they did in their 
previous place of residence. The remaining twenty-four respondents 
indicated that lower priced service stations and service were the. major 
reasons in their selection of a service station. Only six student new 
residents of forty sampled continued using the same brand of gasoline 
as used at their previous place of residence. The possession of a 
service station credit card was given as the reason for the continued 
patronage. The thirty-four students who did not continue to patronize 
a former service station indicated that premiums offered by stations 
and the service received were the major reasons for selecting a service 
station.
Supermarkets
A convenience good has been defined as those goods that a con­
sumer frequently purchases with little or no effort in comparison shop­
ping (3, page 20). The study of new resident buying behavior when pur­
chasing convenience goods was obtained by studying supermarket patron­
age. New resident shopping behavior when selecting a supermarket was
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determined by: 1. the information sources employed in making the 
selection of a supermarket when first arriving in Grand Forks; 2. the 
effect of being familiar with names of supermarkets located in Grand 
Forks; 3. the major reasons for selection of a supermarket; and 4. the 
reasons why new residents changed supermarkets after their initial 
choice.
Information Sources
Grand Forks new residents employed only a few sources of infor­
mation when selecting a supermarket. Among information sources used, 
advertising was employed by twenty-five Grand Forks new residents, with 
acquaintances being used by twelve Grand Forks new residents. The Pro­
fessional Hostess and direct contact by a firm were sources cited by 
four Grand Forks new residents.
Twenty-two student new residents employed advertising as the 
information source when selecting a supermarket with acquaintances also 
being used by twenty-two student new residents. Direct contact by a 
firm was given by one student new resident as source of information. 
Table 23 lists the information sources used when selecting a super­
market by Grand Forks and student new residents.
Average Number of Stores Shopped
In searching for convenience goods, Grand Forks and student new 
residents relied on an average of one information source in selecting a 
service station and an average of one when selecting a supermarket.
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TABLE 23
INFORMATION SOURCES EMPLOYED BY GRAND FORKS x\ND STUDENT NEW 
RESIDENTS WHEN SELECTING A SUPERMARKET TO PATRONIZE3
Information Sourceb Number of Households % of Households
Grand Forks New Residents
Advertising 25 60
Acquaintances 12 30
Professional Hostess 2 5




Direct Contact 1 3
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
^Respondents could indicate more than one information source, 
thereby explaining the large number of households and percentages.
To find if a significantly greater number of information sources 
were employed when purchasing shopping goods than employed by Grand 
Forks and student new residents when selecting convenience goods, a test 
for the significance of a difference between two means was used at a 90 
percent level of confidence. Since the computed z score of 1.01 was 
below the table z value of 1.283, it can be stated that there is not a 
significant difference in the number of information sources employed when 
purchasing shopping goods compared to the number used to select conven­
ience goods (see Appendix B for formula).
Table 24 lists the average number of information sources 
employed by Grand Forks and student new residents when purchasing furni­
ture, appliances., and carpeting or draperies; and the average number of
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information sources the Grand Forks and student new residents engaged in 
the selection of supermarkets and service stations.
TABLE 24
AVERAGE NUMBER OF INFORMATION SOURCES USED BY GRAND FORKS 
AND STUDENT NEW RESIDENTS WHEN PURCHASING 
SHOPPING AND CONVENIENCE GOODSa
Goods









aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
Reasons for Selecting a Supermarket
While twenty-seven Grand Forks new residents stated that they 
were familiar with the names of supermarkets located in Grand Forks, 
only twenty-two indicated that this was an influential factor in their 
supermarket selection. Twenty-eight of forty student new residents 
replied that they had been familiar with the names of local supermarkets 
but only eighteen stated that this influenced their supermarket 
selection.
Table 25 shoxra that when the respondents were asked to select 
one primary reason for patronage, only three of the forty-one Grand 
Forks new residents stated that being familiar with the supermarket was
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the major reason in their supermarket selection. Although eighteen stu­
dent new residents indicated they were familiar with a supermarket 
before moving to Grand Forks, only six of the forty student respondents 
replied that it was the major reason in their supermarket selection.
TABLE 25
MAJOR REASONS IN THE SELECTION OF A SUPERMARKET BY 
GRAND FORKS AND STUDENT NEW RESIDENTS3
Reason Number of Households % of Households
Grand Forks New Residents
Lower Prices 25 60
Convenience 11 27




Lower Prices 22 55
Convenience 9 23
Familiar with the Company 6 15
Premiums 3 08
Total 40 101c
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
^Total less than 100 percent due to rounding.
cTotal more than 100 percent due to rounding.
For 60 percent of the Grand Forks new residents, lower prices 
was the major reason in selecting a supermarket. Twenty-seven percent 
of the Grand Forks new residents reported that convenience was a major 
factor, 7 percent stated that familiarity with the company was the major 
reason and 5 percent listed service as the major reason. When student
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new residents were asked the major reason in selecting a supermarket, 55 
percent reported lower prices as the reason, 23 percent stated conven­
ience, 15 percent replied that premiums were the major reason, and 8 per­
cent listed service as the major reason in the selection of a supermarket.
Reasons for Change in Initial 
Supermarket
Only eight Grand Forks new residents reported that they had 
changed from their initial supermarket choice for a majority of their 
grocery purchases. All eight respondents indicated that it was because 
of lower prices at other supermarkets. Of the forty student respond­
ents, five changed from their original choice of supermarkets. Four of 
the five who changed, reported that the major reason was because of 
lower prices at other supermarkets, and one stated that it was because 
of convenience.
TABLE 25
REASONS GIVEN BY EIGHT GRAND FORKS AND FIVE STUDENT NEW 
RESIDENTS WHO HAD CHANGED SUPERMARKETS3
Reasons Number of Households % of Households
Grand Forks New Residents
Lower Prices 8 100
Student New Residents
Lower Prices 4 80
Convenience 1 20
Total 5 100
aSurvey by Neil L. Voeller of new residents moving into Grand 
Forks between September 1, 1970 and August 31, 1971.
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Summary
The selection of a supermarket for the first grocery purchase 
by Grand Forks and student new residents was based on very few sources 
of information. Grand Forks new residents relied primarily on acquaint­
ances and advertising as did the student new residents. Only 7 percent 
of the Grand Forks new residents and 15 percent of the student new resi­
dents made their first grocery purchase from a store with a familiar 
name. The major reason in selecting a supermarket was lower prices as 
indicated by both sample groups.
Eight Grand Forks new residents and five student new residents 
reported that they had changed supermarkets after their initial choice. 
The small proportion of new residents changing supermarkets suggests 




This study was conducted under the following limitations:
1. The results of this study apply only to the sample new resi­
dents of Grand Forks, and may not be applicable to the behavior of new 
residents in similar cities of like size.
2. Only new residents of Grand Forks, North Dakota, excluding 
military personnel and University students who were not married or if 
married not living in married student housing at the University of 
North Dakota, were considered as members of the new resident universe 
population. The Grand Forks Credit Bureau and the University's Married 
Housing Office provided the names of the population. New residents who 
moved into Grand Forks between September 1, 1970 and August 31, 1971 
were members of the universe population.
To better clarify the conclusions, each hypothesis will be re­
stated and an explanation of the findings presented.
Hypothesis I. At least fifty percent of the new residents in need of 
shopping goods usually employ more than one information 
source to reduce the risk of buying.
The results indicated that fewer than 50 percent of the Grand 
Forks and student new residents used more than one information source. 
Some factors must be considered. Grand Forks is not a large city,
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consequently little effort is needed to shop a great number of stores 
before making a decision. The use of one source of information provided 
new residents with the necessary assistance to make their purchase. Hy­
pothesis I was rejected.
Hypothesis II. New residents employ a significantly greater number of 
information sources when purchasing shopping goods than 
they do when purchasing convenience goods and services.
The hypothesis was rejected. There was no significant differ­
ence between the number of information sources used when purchasing 
shopping goods and the number of information sources purchasing con­
venience goods.
Hypothesis III. New residents of Social Classes II and III place more 
emphasis on price when purchasing shopping goods than 
do new residents of Social Class I.
A chi-square analysis was used to determine if members of the 
lower social classes acted in a significantly different manner than mem­
bers of the upper class. The analysis clearly showed that members of 
the lower classes did not place more emphasis on price than did members 
of the upper class. The hypothesis was rejected.
Hypothesis IV. New residents of Social Class I do less comparison
shopping than do members of Social Classes II and III 
when purchasing shopping goods.
A t-test was computed which showed that there was no significant 
difference between the number of stores shopped by members of Social 
Class I and the members of Social Classes II and III.
Hypothesis V. Student new residents engage in more comparison shopping 
than do new residents of the upper three social classes 
when purchasing shopping goods.
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The hypothesis was proven invalid. A t-test was computed in 
xdiich it was apparent that there was no significant difference in the 
number of stores shopped by student new residents xvhen compared with 
members of Social Classes I, II, and III.
Hypothesis VI. Student new residents refer to advertising more 
frequently than other information sources when 
purchasing shopping goods.
It was found that student new residents do not employ advertis­
ing more frequently over other information sources such as, acquaint­
ances and previous knowledge. The hypothesis is therefore rejected.
Concluding Statements
This study was developed to employ techniques of behavioral 
scientists to better understand consumer buying behavior. The study 
employed social class membership as the tool to be used, with new 
residents of Grand Forks as the group under study.
The social class technique is a useful tool, but as the author 
of a previous study found, using social class membership in analyzing 
new resident buying behavior is of much more benefit if extreme classes 
are compared rather than side by side classes (7, page 166).
The new resident is a distinct and extremely crucial market 
segment which the local retailer must cultivate. It is essential that 




1. In what city and state did you live before moving to the Grand
Forks area? _________________________
23-27
2. How many moves from one city to another haye you made in the past 
five years, or since marrying if married less than five years?
28 29
3. Have you since your arrival in Grand Forks, made any of the follow­
ing decisions? For each decision ask: How many stores did you 





a. Purchased a major item of furniture costing 1 2
at least $100 or more 30 30 31-32
b. Purchased a major appliance costing $100 or 1 2
more 33 33 34-35
c. Purchased carpeting or draperies costing 1 2
$100 or more 36 36 37-38
d. Selected a service station which you patron- 1 2
ize regularly (Circle number to indicate 
response)
39 39 40-41
Which of the following goods and services did you purchase at the
first store you visited? Last? Other than first or last? (Card 2)
First Last Other





b. Furniture 1 2 3
43 43 43
c. Carpeting or Draperies 1 2 3
44 44 44
d. Service Station 1 2 3
45 45 45
(Circle number to indicate response)
5. Before starting to shop for these items, did you obtain information 
about appliances, furniture, carpeting or draperies, service sta­
tions, or supermarkets from any of the information sources listed? 
(Card 3)





tances tising Pages Hostess By Firm Specify)
Appliance 1 2 3 4 5
46 47 48 49 50 51
Furniture 1 2 3 4 5
52 53 54 55 56 57
Carpeting or 1 2 3 4 5
Draperies 58 59 60 61 62 63
Service 1 2 3 4 5
Station 64 65 66 67 69 69
Supermarket 1 2 3 4 5
70 71 72 73 74 75
(Circle the number to indicate response)
5a. Which information source was most helpful in shopping for these
items? Which information source did you find least helpful in mak­










Most Least Most Least Most Least Most Least Most Least
Acquaintance 1 1 1 1 1 1 1 1 1 1
23 24 25 26 27 28 29 30 31 32
Advertising 2 2 2 2 2 2 2 2 2 2
Yellow Fages 3 3 3 3 3 3 3 3 3 3
Professional
Hostess 4 4 4 4 4 4 4 4 4 4
Direct Con-
tact by Firm 5 5 5 5 5 5 5 5 5 5
Other(Specify) 6 6 6 6 6 6 6 6 6 6
(Circle correct number to indicate response)
6. Was the purchase of any of the following goods or services influenced 
by previous knowledge or experience with a particular firm or brand?
1 Yes _2_ No
33 33











6b. If respondent indicates a positive check for service stations, then
ask: Do you have that gas station's credit card? 1 Yes 2 No
39 39
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6c. Did you at your last place of residence purchase your gas from the
same service station? 1 Yes 2 No
40 40
6d. Why did you continue to use the same brand of gasoline after moving 
to Grand Forks? (Card 5)
1 I have their credit card
41
1 Have always provided me with complete car care (oil, gas,
42 tune-ups, etc.)




6e. If respondent does not purchase the same brand of gas as he did in
his last place of residence, or if he never remained with a station,
ask: What are your reasons for patronizing a particular station? 
(Card 6)
1 Purchase gas from the lowest priced station
45
2 Gasoline brands are all the same, consequently it makes no
46 difference
3 Buy gasoline from a neighborhood dealer
47
4 Purchase gas where the station offers premiums and/or special
48 promotions
5 I have credit cards of various stations
49
___ Other (Please specify)______________________________________
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7. If the respondent has purchased an appliance, furniture, carpeting 
or draperies, ask for each appropriate: Would you seriously con­
sider buying from the same establishment again? If not, why not? 
(Card 7)
59
Yes No Why Not
a . Furniture 1 2
51 51 52
b. Appliance 1 2
53 53 54
c. Carpeting or 
Draperies 1 2
55 55 56
8. If respondent has purchased furniture, appliances, carpeting or








other Firms 1 1 1
57 58 59
Store Personnel 2. 2 2
57 58 59
Store offered brand
preferred 3 3 3




9. If the respondent purchased an appliance, furniture, carpeting or
draperies ask: How did you happen to buy it at that time? If




Moved to Grand Forks 
Recent marriage or child-
1 1 1
birth 2 2 2
Old one broke down or
worked badly 3 3 3
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Furniture
NEED NOT URGENT OR IMMEDIATE
Precipitation family circum­
stances (growing children, 
birthday, Christmas, etc.) _4
Financial circumstances _5
Attracted by newer or better
item 6








Thought we'd enjoy it, just
felt like buying it 7 7
OTHER
Sales or opportunity to get
a good buy 8 8
NOT MENTIONED ABOVE
Please specify 9 9
60-61 62-63





10. Were you acquainted with the name of the supermarkets located in





If yes, ask: Was this an influential factor in your super­
market selection? 1 Yes 2 No
67 67
11. What was the major reason for your choice of supermarkets? (Card 10)
JL Lox̂ er prices
2 Convenience
3 Familiar with the company
4_ Gifts from the store (stamps-premiums)
5 Other (please specify)^______ ________
68
(Circle number to indicate response)
61
12. Did you continue to shop the bulk of your groceries from this
store? (Card 11)
1 Yes _2_ No
69 69
12a. If No, ask: Why did you change?
1 Lower prices at other stores
2 More convenient store
3 Better service elsewhere (carryout boys, checkout girls, 
returns, check cashing, etc.)




Is the head of the household
1 Employed 2 Retired ■ 3 Unemployed
5 5 5
If employed as:
Job title:__________________  Describe occupation:
6-7 8-9
Marital status of head of the household
1 Single 
10




What is the age of the head of the household? __ __ Years
15 16
Formal education of the head of the household Years
17 18
What income group best indicates your annual household income? (cc 19-20)
1 2 3 4 5 6 7
8 9 10 11 12 13 14
Occupation X 9
Education X 5
Index of Social Position (cc 21)
I II III IV V
Permission granted for copying by Dr. Clair D. Rowe.
APPENDIX B
Statistical Tools Employed
The nature of this research required a variety of statistical 
tools be employed in order to provide meaningful data. Each tool is 
listed below.
Confidence Interval for a Proportion (16, page 236)
x









- = the relative frequency of an occurrence used to estimate 
n the true proportion
n = sample size
Difference Between Two Means of Independent Samples (16, page 267)
Note:






2 2; s^ = sample standard deviation
x-̂ ; x 2 = sample means 
nl ’ n2 = samP^e sizes
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Z-Test for a Significant Difference Between Two Proportions (16, page 282)




with p = + * 2
nl n2
Note:
x^ = ntunber of occurrences in sample group one
X£ = number of occurrences in sample group two
n^ = sample size of group one
r i2 = sample size of group two
z-test used only when sample size greater than 30
Chi-Square Test for a Difference Between Proportions (15, page 594)
x2 = (If - el - 1/2)2 
e
Note:
f = observed frequencies 
e = expected frequencies
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